Most handphones in Indonesia and Malaysia are imported from other countries such as from America, Europe, China, and South Korea. The enhancement of global brands has reduced local brand preferences. This research aims to clarify the consumers' perception towards brands of handphones in Indonesia and Malaysia by conducting comparative studies in both countries and examining the effects of product attributes and brand image on brand preference. Questionnaire surveys were conducted to 200 respondents from Indonesia & Malaysia. The data were analyzed by the descriptive analysis, Semantic Differential Scale Analysis, ANOVA test, and Structural Equation Modelling Partial Least Square (SEM-PLS). It has been clarified that there are differences in preferences between consumers in Indonesia and Malaysia in terms of product attributes. Thus, the results of this research give benefits to the market expansion and product development in both countries. Abstrak: Sebagian besar handphone di Indonesia dan Malaysia diimpor dari negara lain. Sebagian besar diimpor dari Amerika, Eropa, China, dan Korea Selatan. Peningkatan merek global menurunkan preferensi merek lokal. Penelitian ini bertujuan mengklarifikasi persepsi konsumen terhadap merek handphone di Indonesia dan Malaysia dengan melakukan studi komparatif di kedua negara dan menganalisis pengaruh atribut praduk dan citra merek terhadap preferensi merek. Survei menggunakan kuesioner telah dilakukan kepada 200 responden di indonesia & Malaysia. Data dianalisis menggunakan analisis deskriptif, Skala Diferensial Semantik, uji ANOVA dan Structural Equation Modelling Partial Least Square (SEM-PLS). Telah diklarifikasi bahwa ada perbedaan terhadap preferensi ponsel antara konsumen di Indonesia dan Malaysia dalam hal atribut produk. Dengan demikian, hasil penelitian ini memberi manfaat bagi perluasan pasar dan pengembangan produk di kedua negara. Kata kunci: preferensi merek, persepsi konsumen, country of origin, merek, structural equation modeling
INTRODUCTION
Imported handphones have dominated the Indonesian and Malaysian markets. There are various brands of handphones from different countries (such as America, China, Europe, and South Korea). Based on Top Brand Index (2017) , it is reported that handphones from South Korea, America, and Europe are still priority in Indonesian market. In addition, handphones from China also dominate the Indonesian market and Malaysian market. The increase in Chinese handphones shows a change of preference for Chinese brand goods, especially handphones. Table 1 shows that the market share of handphones from China began to increase by 8% while global and local handphones began to decline. The global is the one that has a name in the international market, such as handphones from America, South Korea, and Europe. An increase in China's market share shows that Chinese handphones have increased. Besides Indonesia, Malaysia is also one of the potential countries for the market in Southeast Asia. International Data Corporation (IDC) Asia Pacific (2017) also noted the number of imported handphones increased by 35% in Malaysia. The enhancement of global brands shows that the telecommunication industry is highly competitive and dynamic (Alamro & Rowli, 2011) . Circulated global brands in the market make a decrease in local brand preferences (Schultz et al. 2014 ). If the local telecommunication industry wants to compete in the market, then the local telecommunication industry should focus on a brand preference. A brand preference is the consumer's preference for a particular brand (Hellier et al. 2003) . Brand preferences are influenced by brand image. Brand image is a symbol of brand quality (Khan M, 2016) .
Research conducted by Andhika et al. (2016) states that a brand image has an influence on a brand selection. One of the brand image elements is the product attribute.
Product attributes also need to be noticed by marketers (Roseli et al. 2016; Lee and Nguyen, 2017) . Product attributes include a product quality, a feature quality, a product price, and a country of origin. The higher the consumer demand, the more handphones offered at various feature qualities (Khan M, 2016) . In addition to the feature quality, the country of origin is also the main focus of consumers in evaluating brands. The country of origin also affects the consumer brand preference for automobile and television products (Essoussi et al. 2011) . Chinese consumers and Russian consumers are more concerned with the country of origin when buying luxury goods (Godey et al. 2012) . Handphones coming from different countries create their own perceptions for consumers.
A consumer perception is a process by which consumers choose, organize, and translate information inputs to create meaningful world images (Kotler, 2002) . There are differences in perception towards the brand origin, such as the perception of Chinese brands. Laforet and Chen (2012) explained that Chinese brands have poor quality, especially in the category of luxury goods. This is contrary to the opinion of Nadia and Rashid (2016) which states that Malaysian consumers judge the Chinese is considered to give a positive perception. In addition to the perception of country origin, consumer perceptions are also related to price attribute. It becomes an important aspect in purchase intention of handphone. Based on the research conducted by Khan M (2016) , it is explained that young consumers tend to be less sensitive to the price when they want to express their self-image in the social environment. Yee et al. (2013) also states that the brand shows one's lifestyle and social status in its peer group environment. is used to examine the effects of product attributes and brand image on brand preferences. The measurement of latent variables in the initial model consists of 17 indicators. The results of the study became a recommendation for the telecommunication industry.
A brand preference is the key factor in building a brand (Alamro & Rowly, 2011) . There are several factors that affect brand preferences. Lee & Nguyen (2017) stated that the symbolic attributes of fashion products affect the brand preference. Product attributes include quality, price, and country of origin. Perceptions of product attributes are a major consideration in brand preferences (Bass & Talarzyk, 1972) . Quality influences the level of consumer preference for a particular brand (Hellier et al. 2003; Duarte & Raposo, 2010; Alamro & Rowly, 2011; Renganathan et al. 2016) . A good quality will increase brand preference. In addition, prices also affect brand preferences (Alamro & Rowly, 2011; Ebrahim et al. 2016) . Country of origin is a major consideration for consumers in evaluating brands (Alamro & Rowly, 2011; Essousi et al. 2011; Laforet & Chen, 2012; Godey et al. 2012; Lee & Nguyen, 2017) . Product attributes are antecedents of the brand image. A brand image affects consumer preferences for a particular brand (Duarte et al. 2010; Saaksjarvie & Samie, 2011) . The brand image of the product will increase if perceptions of product attributes are considered good. A country of origin is one of the product attributes is analyzed in this research. The country of origin affects brand images (Kim et al. 2015) .
Price and quality also affect the brand image (Alamro & Rowly, 2011) . Based on the literature review, the hypotheses are developed in Figure 2 .
Hypotheses developed from literature review are as follows: H1a : Price affects brand preference H1b
: Price affects brand image H2a
: Quality affects brand preference H2b
: Quality affects brand image H3a
: Country of origin affects brand preference H3b
: Country of origin affects brand image H4
: Brand image affects brand preference on handphone purchase intention in both countries, but not many have focused on the brand preference. Alamro & Rowly (2011) stated that building a brand preference is very important to compete in the world of telecommunication industry, especially handphones. Assessing perceptions of handphone attributes have to be considered in building brand preferences. This is a new point in evaluating consumer perceptions of handphones.
Based on the point of view, the objectives of this study are (1) to clarify the different perceptions of handphones from China, South Korea, America and Europe to consumers in Indonesia and Malaysia (2) to examine the effect of product attributes and brand images on the brand preference among consumers in Indonesia and Malaysia.
The scopes of this research are as follows: A comparative study of Indonesian and Malaysian consumers. The respondents selected were students. The reasons for the selection are: students are a huge market; students recognize issues related to product brands (Alamro and Rowly, 2011) ; In addition, Acker and Keller (1990) stated that the students are appropriate respondents for brand research. Product evaluated is handphone from four countries (America, South Korea, China, and Europe). Product attributes include quality, price, and country of origin.
METHODS
This research was conducted in Indonesia and Malaysia. Time for collecting secondary and primary data began in April-June 2017. The primary data were taken through interview using questionnaire instrument. The secondary data were taken from the Ministry of Trade of the Republic of Indonesia and the literature related to the present research, such as books, journals, and reports. The sampling technique used in this research was convenience sampling (Salkind, 2010) . The total sample size was 200 (100 Indonesian students and 100 Malaysian students). The number of samples was taken based on the Roscoe formula (1975) . Data were processed and analyzed using descriptive, cross tab, semantic differential scale, ANOVA, and Structural Equation Modeling (SEM-PLS). 
RESULTS

Respondent Characteristics
Respondent characteristics are commonly is used by marketers to determine market segmentation. The relationship between consumer brand preferences and market characteristics is an important key for marketers to create effective marketing strategies (Feng, 2007 Figure 4 shows the average value of Malaysian consumers' perceptions toward four handphones from different countries (China, South Korea, America, and Europe). There are 7 attributes assessed by respondents. The seven attributes are features quality, durable quality, performance quality, service quality, design, price, and country of origin of the brand. Figure 4 shows the average rating of all four handphones based on each attribute. ANOVA analysis (Table 2) shows that there are significant differences between the four handphones based on each attribute. The brand of handphone from America has superior value in every attribute, except on the attribute of price perception, while handphones from China have a good price perception in the eyes of Malaysian consumers. Handphones from South Korea and Europe also have advantages in terms of quality and design, but the value is still under the handphones from America. Based on demographic characteristics, Malaysian consumers are in the productive age range and most respondents own American handphones (30%). This shows that Malaysian consumers are more concerned with the quality of performance and design. Research conducted by Yee et al. (2013) also states that Malaysian consumers of Y generation make quality attributes the first consideration when purchasing a smartphone.
Comparing Perception of Indonesian Consumers and Malaysian Consumers based on Seven Attributes of Four Handphones
In general, Indonesian consumers and Malaysian consumers have different perceptions on all four handphones based on their respective attributes. Based on handphone ownership, Indonesian consumers prefer handphone from South Korea (36%) and China (13%).
Handphones from South Korea excel in design while the Chinese handphone excels in term of price attributes. In addition, according to Figure 3 the perception of handphone from America is considered superior to handphone brands from other countries. However, the American brand is considered to have an unfavorable price perception in the eyes of Indonesian consumers. If associated with the frequency of ownership and the semantic differential scale analysis, there are some considerations in preference for a handphone.
In Indonesian consumers, it indicates that the first consideration in choosing a handphone is more concern with the design attribute, and the second consideration is the performance quality and features quality. As for Malaysian consumers, the first consideration in choosing a handphone is performance quality, and the second consideration is design, and feature quality. This study is in line with the research conducted Yee et al. (2013) which argue that Malaysian consumers prefer the design of a handphone. Overall, Indonesian and Malaysian consumers rate the American handphones to be superior in every attribute, except price. In contrast, Chinese handphone are considered superior in terms of affordable prices.
Product Attribute and Brand Image Affecting Brand Preference
The influence of product attributes and brand images is tested using SEM-PLS. There are five variables tested in the model. These five variables are brand image and product attributes including price, quality and country of origin. There are two assessments in the SEM -PLS method, which is an outer model assessment and an inner model assessment. The initial stage in the evaluation of SEM-PLS model is to eliminate the loading factor that has below standard value (<0.7).
Reflective Outer Model Assessment
A reflective outer model assessment consists of three criteria. The three criteria are composite reliability (ρc), cronbach's alpha, and average variance extract (AVE) ( consumers are more concerned with product quality. Quality of handphone reflects their brand image. This study is in line with the research conducted by Khan (2016) . Khan (2016) states that quality is a symbol of a brand image. Price attribute does not affect brand image and brand preference. Indonesian consumers and Malaysian consumers do not consider price attribute when they see brand image of the product. This study indicates that price does not reflect brand image. In addition, low prices do not increase consumer's preference for a particular brand. Majority of Indonesian consumers and Malaysian consumers were young consumers. It indicates that young consumers are less sensitive to price. Khan (2016) also argue that young consumers are less sensitive to price when they increase their self-image.
Managerial Implications
The enhancement of import handphone indicates that telecommunication industry is highly competitive.
There are various handphone brands that are offered by marketers. The local telecommunication industry should be able to develop its products and expand to global market. This study indicates that product attributes such as quality, country of origin, and price are being considered by consumers. In addition, demographic characteristics also affect brand preference. 
CONCLUSIONS AND RECOMMENDATIONS
Conclusions
The conclusion that can be drawn from the results of this research, is a difference of perception between Indonesian consumers and Malaysian consumers. Indonesian consumers are more concerned with design and features quality while Malaysian consumers are more concerned with performance quality. Marketers must be able to provide superior features, design, and performance quality of handphone products in order to win the market. Product attributes are related to brand image of product. Product quality attributes affect brand image and brand preference. In addition to product quality, Indonesian and Malaysian consumers assume that country of origin reflects the brand image.
Indonesian consumers see the country of origin as one of the factors that can increase brand preference. In contrast, Malaysian consumers do not see country of origin as a decisive factor in increasing brand preference.
Recommendations
For future research, random sampling can be used so that samples can be generalized. Future research should be able to enhance the total sample size to represent the population. In addition, future research should be able to examine a wide range of factors affecting brand preference. There are several factors that affect brand preference, but they are not examined in this research, such as customer satisfaction and brand familiarity. Further research can examine more deeply factors related to the perception of handphone and brand preference.
